Introduction
The phenomenon linking the economic and social aspects of entrepreneurship "in today's socially conscious market environment" (Du et al., 2010, p. 8) is the application of the Corporate Social Responsibility (CSR) concept. CSR is "a social process where communication has a central role" (Golob et al., 2013, p. 177) . Efficient CSR communication is a prerequisite for sharing benefits associated with the application of this concept not only by corporate stakeholders and society as a whole, but also by the very companies that develop socially responsible activities. However, the topic of CSR communication is a relatively new topic, which has been paid attention to in the present millennium. As Golob et al. (2013) point out with reference to Nielsen and Thomsen (2009) and Ihlen et al. (2014) , this issue has not yet been given sufficient attention, both in theory and practice.
The present study is thus a response to two fundamental, closely related problems. The first is the low level of knowledge in the area of CSR communication and the consequent need to increase this level, which is a task of the academic sphere within the fulfilment of the second academic mission (Laredo, 2007; Montesinos et al., 2008) . The fact is that, a number of companies operate in practice carrying out interesting and beneficial CSR activities, but they do not inform the public about these activities at all, or inform inadequately (van Wensen et al., 2011) . One of the main reasons is the lack of knowledge about CSR communication and the related problem of defining key topics and indicators to be communicated (Arnold, 2008; van Wensen et al., 2011) . Others include doubts about the advantage of CSR communication, fears of misuse of sensitive information or high costs of CSR communication (Kolk, 2010; van Wensen et al., 2011; Vlckova, 2011 ). An interesting object of exploration in the context of knowledge base is represented by companies of high profile (Hackston & Milne, 1996; Roberts, 1992) or socially sensitive (Brammer & Millington, 2004; Hoejmose et al., 2013; industries. These are companies that face unique social pressures (Roberts, 1992) . These industries include, for example, chemical, metallurgical, arms, tobacco and gaming industries (Roberts, 1992; Tetrevova et al., 2017) . For companies in these industries, developing and communicating socially responsible activities is crucial. Thus, they can represent a valuable source of knowledge and provide examples of good practice.
The other, complementary problem is the generally low level of CSR communication achieved by companies in a number of countries, especially post-communist countries (see more in KPMG, 2015) . This issue is also highlighted by, among others, competent EU authorities which declare the need to increase transparency in the communication of socially responsible activities of companies, see more e.g. in COM(2011 )206, COM(2011 681 or Directive 2014/95/EU. Therefore, it seems expedient to undertake a deeper examination of CSR communication in individual countries, especially post-communist countries, with regard to individual industries. In fact, it is necessary to encourage a wider debate on the level of CSR communication in individual countries and industries as well as on measures to increase this level. The purpose of this article is to contribute to the discussion of these topics, initiate adequate changes and, at the same time, expand the knowledge base in this area.
Taking into account the specific conditions in one of the post-communist countries, the Czech Republic, the following specific objective was set in order to fulfil the stated intention: to analyse and evaluate the level of web communication of CSR activities by the selected high profile industry companies, namely by chemical industry companies operating in the Czech Republic, and formulate recommendations to increase this level. Attention will be focused on the web communication of CSR, which is a modern way of communication, the main advantages of which are the public accessibility of information and the possibility of easy and quick updating of the presented information. The presented study is based on a mixed type research combining advantages of qualitative and quantitative research. The applied methods included both content analysis, and the general research methods.
Literature Review and Hypotheses
Various areas and activities may be subject to CSR communication. Literature provides a number of alternative approaches to their definition and specification. In the classic conception, the CSR areas consist of the so called 3P: Profit (economic responsibility), People (social responsibility) and Planet (environmental responsibility) (Edgeman & Eskildsen, 2012; Jurisova & Durkova, 2012; Mulyadi & Anwar, 2012; van Marrewijk & Werre, 2003) . Tamm et al. (2010) distinguish the area of internal social responsibility, which focuses on employee well-being, and the area of external social responsibility, which is targeted at other stakeholders. According to Carroll (1979; 1999) , CSR includes economic, legal, ethical and discretionary (philanthropic) responsibilities. A comprehensive approach to defining CSR areas, based on the above-mentioned concepts, is offered by Tetrevova (2011) . She distinguishes five responsibilities: economic, social, environmental, ethical and philanthropic.
Specification of particular CSR activities was dealt with both by the above authors and many others, e.g. (Levy & Park, 2011; Maignan & Ferrell, 2004; Peloza & Shang, 2011) . With regard to the communication thereof, they are specified by international reporting schemes, e.g. Global Reporting Initiative (GRI, 2013), ISO 26000 (ISO, 2010), or OECD Guidelines for Multinational Enterprises (OECD, 2011) , but also by individual authors (e.g. Birth et al., 2008; Esrock & Leichty, 1998; Chambers et al., 2003) .
The level of communication of these activities varies widely across countries and industries, as shown by a survey carried out by KPMG in 2015 using a sample of 4,500 firms (the 100 largest companies operating in 15 industry sectors in each of the 45 selected countries of the world). Based on an analysis of publicly available information in annual financial reports, standalone CSR reports and on company websites, it was found that around 73 percent of companies worldwide reported about CSR and 2/3 countries had a higher than average reporting rate. Significantly lower levels of CSR communication are achieved in post-communist countries. Of the seven postcommunist countries included in this survey, only Hungary was above the average, ranking 14th. The remaining six post-communist countries have lower-than-average reporting rates. Romania ranked 32nd, Russia 33rd, Poland 36th, Slovakia 38th, the Czech Republic 40th and Kazakhstan 45th. As far as industry sectors are concerned, the highest global rates of CSR reporting are achieved by metallurgical companies, while chemical companies ranked 9th. (KPMG, 2015) Another research question is also how the level of CSR communication differs from the point of view of individual CSR areas. In general, the level of communication of CSR activities varies from one sector to another, depending on the industry focus. There is a logical link between implemented and communicated CSR activities and core corporate activities (Du et al., 2010; Konrad et al., 2006) . Thus, in the case of chemical companies whose social sensitivity stems mainly from the risk of negative environmental impacts, special attention can be expected to be given to communicating environmentally responsible activities. This is evidenced, for example, by Gamerschlag et al. (2011 ), Graafland et al. (2002 , Reverte (2008) or Tagesson et al. (2009 Another research question is whether this level is different in terms of the size or ownership of companies. The broader view is that it is large companies and multinational corporations that have better economic conditions for applying and reporting socially responsible behaviour, as compared to small and medium sized enterprises (SMEs) (Baumann-Pauly et al., 2013; Graafland et al., 2003; Knudsen, 2011; McWilliams & Siegel, 2001; Mousiolis et al., 2015; Pedersen, 2009) . As stated by McWilliams and Siegel (2001, p. 123) , "when scale economies exist, large firms will have lower average costs for providing CSR attributes than small firms". Baumann-Pauly et al. (2013, p. 24) then add "small firms probably strive to strengthen the relationships with their most important stakeholders and thereby focus their CSR communication on selected parties such as industry networks, rather than the general public". The low level of CSR communication among SMEs is confirmed by, for example, Dincer and Dincer (2010) or Nielsen and Thomsen (2009) . Higher levels of CSR communication in large companies are documented by, for example (Gamerschlag et al., 2011; Gray, 2007; Knox et al., 2005; Tagesson et al., 2009) . As far as the ownership of companies is concerned, it has been documented that the range of activities communicated by public companies is larger than that communicated by private firms (e.g. Darus et al., 2009; Said et al., 2009; Tagesson et al., 2009) . From the point of view of private companies, we can meet both the above-mentioned claims about the higher level of CSR communication of multinational corporations and the denial thereof. Chapple and Moon (2005) and Line and Braun (2007) state that the extent of CSR activities communicated by multinational companies on foreign markets does not correspond to the range of activities communicated in the country of origin of these enterprises. The level of communication corresponds to the customs of the countries in which they operate and the degree of development of civil society in these countries (Chapple & Moon, 2005; Line & Braun, 2007 
Data and Methodology
The level of CSR communication of chemical companies operating in the Czech Republic was assessed on the basis of a content analysis of their websites. The technique of content analysis had been chosen because it represents a flexible, systematic and objective means of describing phenomena (Elo et al., 2014; Elo & Kyngas, 2008; Krippendorff, 2004; Schreier, 2012) . The communication channel in the form of corporate websites had been chosen in view of the fact that web-based CSR communication is used by all companies with few exceptions, and, moreover, they are a publicly available source of information. Both of these facts can be considered an advantage over CSR communication channels in the form of CSR reports or annual reports. Moreover, the effectiveness of using this method has been confirmed by a number of researchers, e.g. (Aramayo Garcia et al., 2016; Branco & Rodrigues, 2008; Capriotti & Moreno 2007; Chaudhri & Wang, 2007; Dincer & Dincer, 2010; Jelinkova et al., 2016; KPMG, 2015; Said et al., 2009; Takano, 2013) .
The content analysis focused on communicated activities in a modified concept of five CSR areas; see more in (Tetrevova, 2011) . Based on the literature review and practical experience with CSR communication, specific assessed activities were identified. The basis for their determination was a review of CSR activities recommended by Tetrevova et al. (2017) for implementation to companies of high profile industries. We can describe the methodology with respect to the monitored CSR areas as a method of communicating economic, social, environmental, ethical and philanthropic activities. The communication of 10 CSR activities in the area of economic responsibility, 11 activities in the area of social responsibility, 8 activities in the area of environmental responsibility, 8 activities in the area of ethical responsibility and 5 CSR activities in the area of philanthropic responsibility were assessed. An overview of the 42 activities assessed is given in Table 1 .
From January to March 2017, we ed the content of the websites of manufacturing companies associated as of January 1, 2017 in the Association of Chemical Industry of the Czech Republic. This association brings together a significant number of chemical companies in the Czech 2010) . The study ed the content of websites of 9 small, 25 medium and 21 large enterprises. These were websites of 2 public non-financial corporations, 26 private non-financial corporations (national) and 27 private non-financial corporations (foreign-controlled). The data obtained were processed using MS Excel statistical tools. The tools of descriptive statistics were applied.
Results and Discussion
The survey shows that 40 percent of the monitored chemical companies operating in the Czech Republic offer a CSR or sustainable development category within the main menu of their websites. Almost a third of the companies make annual reports available on their websites, which also contain selected information about CSR activities being developed. Three companies also release their CSR reports.
The extent, to which the CSR activities defined above are communicated by the chemical companies, is shown in Table 2 . It also shows differences in the extent of reported CSR activities from the point of view of companies with different forms of ownership. Table 2 shows that the monitored chemical companies most often communicate 16 of the 42 CSR activities surveyed. More than half of the companies communicate at least 15 activities. As far as the ownership-based differentiation is concerned, a greater number of communicated activities are reported by the public corporations than the private ones. But we need to take into account the fact that only two public corporations were included in the sample of companies. As for the difference between national and foreign-controlled corporations, a slightly smaller number of communicated activities are reported by foreign-controlled corporations. This difference is evident especially in the environmental area and also in the social area. This is confirmed the findings of Chapple and Moon (2005) and Line and Braun (2007) . The differences in the range of CSR activities communicated in terms of the company size are apparent from Table 3 . It is clear from Table 4 that the number of CSR activities communicated by chemical companies is growing with the size category of these companies. This confirms previously published findings about a larger range of information presented by large companies. More than half of the monitored large chemical companies operating in the Czech Republic communicate at least 18 CSR activities assessed. As for medium-sized businesses, there are only 14 activities communicated, and as for small businesses there are 13 activities communicated.
We can also e and evaluate differences from the point of view of individual CSR areas. In view of the fact that greater differences in the range of communication have been demonstrated from the point of view of the size of the companies than from the point of view of the form of ownership, we will make a more detailed specification based on this criterion. For more details see Table 4 -Table 9 . As shown in Table 4 , communication in the area of economic responsibility can be assessed relatively positively. The monitored chemical companies most often communicate 6 out of 10 activities assessed. The number of activities communicated increases with the size category of the companies. From the point of view of specific activities, the strengthening of customer relationships (96 percent of the companies) and the care of product quality and safety (95 percent of the companies) are most communicated. On the other hand, the least communicated activity is the application of the good governance practices (31 percent of the companies). Significantly worse is the situation in the area of social responsibility (Table 5) where the number of activities communicated also grows with the size category of the companies. 10 out of 55 (18 percent) of the monitored companies do not communicate a single activity in this area. The most frequently communicated are 4 out of 11 activities assessed. From the point of view of specific activities, the chemical companies most frequently communicate education and development of employees (75 percent of the companies) and health and safety at work (73 percent of the companies). On the contrary, the least-communicated activity is the fight against mobbing and harassment (4 percent of the companies). On the contrary, the communication of CSR activities in the environmental field can be positively evaluated (Table 6 ). This confirms the idea that companies focus attention on communicating activities that are closely related to their social sensitivity. More than half of the companies communicate 6 of the 8 activities considered, the same number of activities are communicated most frequently. Even in this area, it is confirmed that large firms communicate CSR activities to a larger extent than SMEs. For a more detailed specification of particular activities, see Table 7 . Table 7 shows that the most communicated environmental activity is the prevention and remedy of the negative impacts of activities on the environment. On the other hand, the least communicated activity is the support for preserving resources and biodiversity. The area of ethical responsibility (Table 8) A high number of communicated activities are not achieved in the philanthropic area either (Table 9) , although some companies (3) align the philanthropic responsibility with CSR, reporting its activities as the only CSR activities they carry out. 60 percent of the companies do not show any of the 5 philanthropic activities considered. Most companies communicate corporate giving (40 percent) and cooperation with non-profit organizations (35 percent). On the other hand, the support for donor activities of employees and for individual employee volunteering are the least communicated activities (in both cases 4 percent of the companies). Also, in the case of philanthropic responsibility activities, there is a greater range of communication by large companies compared to SMEs.
In conclusion, it is worth mentioning that, with exceptions, individual CSR activities on the websites of the monitored chemical companies are only mentioned, without being specified in detail and without their inputs, outputs, outcomes, impacts or developments in the field reported.
Based on the presented study it can be stated that the level of communication of CSR activities of chemical companies operating in the Czech Republic is low and corresponds to the generally low level of communication in this post-communist economy. Thus, the hypothesis H1 has been confirmed. This conclusion corresponds with the findings of, for example, Petera et al. (2014) , who evaluated the level of CSR communication in the Czech Republic, Hąbek (2017), who evaluated the level of CSR communication in V4 countries and Horvath et al. (2017) , who evaluated the maturity level of CSR communication in ten CEE countries and two WE countries, based on a content analysis of CSR reports.
The lowest level is achieved in the ethical and philanthropic areas. The highest level of communication is achieved in the economic area where activities dominate that are focused on customers as key stakeholders, and also in the environmental area, which is probably related to the source of social sensitivity of the chemical companies. Hence, the hypothesis H2 has been confirmed. The largest range of communicated environmental and economic activities was also documented by Petera et al. (2014) based on an analysis of CSR reports of the largest companies seated in the Czech Republic.
In all communicated areas of CSR (economic, social, environmental, ethical and philanthropic), a broader range of CSR communications was confirmed in large firms than in SMEs. Hence, the hypothesis H3 has been confirmed. For example, Hąbek (2017) also came to the same conclusion from the point of view of the V4 countries.
However, there was no difference in the range of communicated CSR activities between foreign-controlled companies and national private companies. Thus, the H4 hypothesis has been rejected. In the given context, it can be concluded that foreign-controlled companies adapt the scope of CSR communication to the practices applied in the Czech Republic. This is confirmed the findings of Chapple and Moon (2005) and Line and Braun (2007) .
Conclusions and Recommendations
The presented study was developed in response to two closely related problems of CSR communication. Therefore, we can formulate recommendations for companies of high profile industries that can be used by companies of other industries as well. Moreover, these measures can be applied regardless of the country of operation of these companies. Measures to increase the level of CSR communication can be divided into two basic groups. The first group consists of regulatory measures adopted at the national level by respective governments. The second group consists of measures that should be implemented by the enterprises themselves.
As far as government regulatory measures are concerned, within the EU countries, in accordance with Directive 2014/95/EU, there is an obligation to communicate non-financial information for large undertakings which are public-interest entities exceeding on their balance sheet dates the criterion of the average number of 500 employees during the financial year. However, the Directive affects only a limited number of operators. At the national level, we can therefore recommend using the possibility of extending the scope of this Directive to a wider range of subjects, as has not been the case for the Czech Republic.
As far as the level of the enterprises is concerned, we can structure the proposed measures into the following groups: -Rules and procedures for CSR communication. It is necessary to publish a broad range of detailed information on the activities developed, which will allow stakeholders to create a comprehensive view of the CSR activities being developed. We need to provide information not only about the inputs, outputs, outcomes and impacts of the activities being developed, but also about the development of the given indicators over time (KPMG, 2014) . Only true and undistorted information may be published. To increase the credibility of the information communicated, it is recommended that they be verified by an independent auditor. -Technical means of CSR communication. Printed annual reports or CSR reports are regarded as the traditional channels of CSR communication (Habek & Brodny, 2017) . However, in the context of ICT development, CSR channels enabling public access to information via the Internet are becoming increasingly important for communication. Therefore, we can recommend making these reports available on company websites. As far as web CSR communication is concerned, we can also recommend placing a "Corporate Social Responsibility" bookmark in the main menu of the companies' websites. This bookmark should include information on CSR activities divided by individual CSR areas, e.g. in line with the five concepts of CSR. Nowadays, we can neither ignore communication through social networks, such as Facebook, Twitter or Instagram. -Content of CSR communication. The choice of communicated CSR activities can be based on international frameworks such as the OECD Guidelines for Multinational Enterprises, G4 Sustainability Reporting Guidelines or ISO 26000. Instructions for selecting communicated activities may also be found in the methodology presented in the article for communicating economic, social, environmental, ethical and philanthropic activities, offering a comprehensive view of implemented CSR activities. In case of high profile industries, special attention should be paid to those areas and CSR activities that are related to the increased sensitivity of corporate activities perceived by the company.
-Development of cooperation. An important role in the present knowledge society is played by a partnership that allows transfer of know-how. In order to increase the level of CSR communication, we can first of all consider the development of cooperation with non-profit organizations that promote responsible entrepreneurship. An example is the CSR Europe -European Business Network for Corporate Social Responsibility. In the Czech Republic, for example, it is the Business Leaders Forum or Business for Society. Another opportunity for the dissemination and sharing of knowledge and inspirational ideas is a partnership within professional associations. Last but not least, cooperation with universities can be considered a beneficial form of cooperation. It is advisable to work with academics as creators of new knowledge as well as university students.
-Implementation of examples of good practice. The level of CSR communication can also be increased by implementing measures that can be considered good practice examples. From the point of view of CSR communication, such practices are typically carried out by large companies. In the Czech Republic, mobile operator Vodafone Czech Republic a.s. can be considered as a significant bearer of good practice in the web CSR communication. Another source of inspirational ideas, especially in the field of philanthropic responsibility, is the websites of the power company CEZ, a.s., mobile operator T-Mobile Czech Republic a.s., banking institutions Československá obchodni banka, a.s. and Ceska sporitelna, a.s., tobacco company Philip Morris ČR a.s. or lottery company SAZKA a.s. A source of interesting ideas can also be the participation in prestigious competitions that appreciate various aspects of socially responsible business behaviour, such as the European CSR Awards, the International CSR Excellence Awards or the Best Employers. Participating in such competitions brings a valuable feedback and eventual appreciation improves the image of the company and can provide a competitive advantage.
A limiting factor of the presented paper is the fact that it deals with the issue of CSR communication from the perspective of a small post-communist economy -the Czech Republic. However, given the fact that the Czech Republic is a valid member of the EU, the presented study may represent a unique source of knowledge that can be used for comparisons within the EU countries. This and follow-up study can become an impulse not only for the adoption of appropriate government regulatory measures.
